(Experimental research method) — 2x2x2
(Factorial design)

3 1) @
3 (Internal validity)
(Laboratory experiment)

(External validiity)

(Independent variables)

(Dependent variables)
3
A (Product type) 2
J (Utilitarian product)
J (Hedonic product)

(Strahilevitz & Myers, 1998;
Subrahmanyan, 2004)
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B: (Type of support)
2
J (Cash support)
J (Product support)

(Transactional CRM program)

(Polonsky &Speed, 2000) '

C (Price) 2
J (Price premium)
J (Standard price)
, (Bhattacharya &Sen,
2004)
(Webb &Mohr, 1998)
e (Treatment) 8
( 31)
GL:

G2:



G3:

G4:

Gh:

(b

Gr:

G8:

3.1

(Fombrun, 1996)

Gl G2 G3
Go Gb G

(Corporate reputation)

(Aaker, 1996; Fombrun et al., 2000; Lewis, 2003)

113

G4
G8
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(Brand equity)
Aaker (1991), Farquhar (1990),
Keller (2003)
Hoeffler  Keller (2002)

Ad - il

31 ()
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5
8
2 4
1 ?
2 ' (Pre-treatment)
(Post-treatment)
Fombrun, Gardberg ~ Sever (2000)  Schwaiger (2004)
15
(Single item
scale) (Multi-item
scale) (Extraneous variable)
(Main testing effect) 1
I
5-pointed Likert scales
5 4 3 2 1
4

(Benevolence)



Genesan (1994)
B-pointec! Likert scales
5 15

(Quality)

(Responsibility)

(Attractiveness)

(Vision and leadership)

(Benevolence)
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Dawar Pillutla (2000) Aaker (1991), Agarwal  Rao
(1996),  Keller (1993)
94
1
5-pointed Likert scales
5 8
B-pointed semantic differential scales 1 5
1 (Brand attitude)

0 @@ @ 6

2. (Bran.d trus.t) .
0 @6 @ 6

3, (Perceived quality)
0 @ 6 @ 6

4, (Purchase likelinood)
@6 @06

B, (Brand desirability)
0 @ 6 @ 6



(Manipulation check)

(Hedonic product)

2

4-5

(Utilitarian product)

B-pointed Likert scales

(Demographics)

240
30

(Randomization of treatments)
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, (Pretest)

(Peripheral cue)

20

Assael (2004)

( )
2

strahilevitz (1999)

119



120

90
(Utilitarian product)
(Hedonic product)
2
PET (60%) (*
15% ;" 2548)
9,000 (“ ;" 2548)
2.
(Bias)
2
.. 2548 Namthip 19
(Singha) 20 (*
" 2548) Nestlé
137 (Walls) o1
(“Cover story: 100 Power brands power share 2005-2006,” 2549)
(Internal validiity)
(External validity) (Cooper &

Chindler, 2006)
Namthip



Nestlé
Pavelin (2004)

(Polonsky &Speed, 2000)
20

80

20

(Bias)
Lafferty  Goldsmith (2005)

Brammer
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(Bias)

5-10
(Kotler & Lee, 2005; Polonsky &Speed, 2000)

(Olsen, Pracejus, & Brown, 2003)
(Bias)

20

(Bias)
(Price sensitivity) 1
20

10
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L
250
2. ( 25 b 2549)
240
(Disguise) (Bias)
3 6 ()
4,
30
)
(Debrief)
(Coding)
SPSS
(Statistical Package for the Social Sciences) for Windows f-test,
Analysis of Covariance (ANCOVA)  Two-way Analysis of Variance
(Main effects) (Interaction effects)

05 95%
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